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Syllabus – MKTG366 – Marketing Research 
Fall 2007 
MKTG366 – Marketing Research 
CRNs: 70867 – 8:10-9:30, 73831 – 9:40-11:00 

Fall 2007 

Class Meetings: Tuesday & Thursday, GBB 108 
Professor: Monica LaBarge 
Office: GBB 323; phone: (406) 243-6763 
Email: monica.labarge@business.umt.edu 
Office Hours: Tuesday & Thursday 11:00-12:00, or by appointment 
Course Objectives: 
• Learn the language of marketing research. 
• Learn more about marketing and consumer behavior through research.
• Explore and understand different methods of conducting marketing research.
• Learn how to answer important business and marketing questions by conducting research 
Textbook (required): Marketing Research Essentials. McDaniel & Gates (John Wiley & Sons, 
Inc.). 6th Edition. 
Course Requirements and Grading:
Students are responsible for being fully prepared to discuss the topic assigned for each class.   

Final grades are based on my evaluation of your performance on the following requirements: 

Participation  10% 

Quizzes 4% each x 5 = 20% 

Class Assignments 5% each x 3 = 15% 

Case Study 15% 

Exams (Midterm & Final) 20% each x 2 = 40% 

Participation (10%): Since this is designed to be an interactive class, preparation for class is of 

the utmost importance. Small, informal assignments will be given on occasion (at the end of the 

previous class and/or posted on Blackboard), ranging from reading and thinking about an article 

or a case to bringing in materials and presenting them to the class. The attention you pay to these 

assignments will be reflected in your participation grade. Students should come to class prepared 

to discuss the topic of the day in the context of the terminology used in the textbook. Attendance 

for this class is MANDATORY – failure to attend class will not only affect your understanding 

of the course, but also your participation grade.  

I grade this portion truly out of 10 points, where 10 equals fantastic participation and 0 
equals non-participation or lack of attendance. If you are concerned about this part of your grade 
(i.e. you know that you have difficulty talking in class), the onus is on you to approach me to 
suggest other ways that you can contribute to the class. That being said, it is better to come see 
me earlier in the term rather than later, since there will be considerably fewer options remaining 
as the class draws to a close. Disruptive or rude behavior (continually arriving late, talking 
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while someone else is speaking, disrespect for your fellow classmates or the professor) will 
also be reflected in a lower grade. 
Quizzes (5% each x 4 = 20%): In order to encourage you to a) attend class and b) read the 
textbook and keep up with the topics discussed in class, reading quizzes (with 10 multiple-choice 
questions) will be given over the course of the term. The quizzes are designed to evaluate your 
familiarity with important terminology and your ability to apply it.  
No makeup quizzes will be given outside of class. Quizzes will be given at the very
beginning of class, so make doubly sure you are on time on quiz days, since they will be 
collected when the students who were in class on time are finished.  
Exams (20% each): There will be one midterm exam and one final exam. The exams will be 
comprised largely of multiple choice questions (4/5 of the exam), as well as some questions 
which will require more critical thinking and more in-depth answers (1/5 of the exam). The 
exams will be designed to test your knowledge of the content covered in the textbook and in 
lectures. The emphasis is on the application of frameworks and concepts discussed in class and 
presented in the textbook, not on simple memorization of the textbook. However, you will need 
to know not only the terminology used in the textbook but also what it means in order to be able 
to apply those frameworks.  
Class Assignments (5% each x 3 = 15%): Three formal assignments will be given throughout 
the term to be done outside of class and brought to class prepared to be discussed and handed 
into the professor. More details will be given at the time the assignments are distributed. 
ALL assignments are to be double-spaced, 1-inch margins, 12-point Times New Roman 
font. A failure to follow this format will results in a reduction of your grade on that 
assignment. All assignments should be turned in to the professor in HARD COPY, not 
emailed. 
Case Study (15%): This is a project to be done in teams of 4, which you will choose yourselves 
in the second week of class. As a team, you will find an organization in the community that has 
a marketing research problem (use the 4 Ps as a guide), describe that problem in the format of a 
case study, and provide recommendations on various ways that the organization might approach 
solving that problem. In addition to writing a formal case study, your team will present the case 
study and your recommendations to the class in the final week of the term. More details for the 
project will be discussed in the second week of the term.  
Final Exam: Depending on which section of the course you are in, you will have a different 
official final exam time (see below). If you have no other exam conflicts, you are encouraged to 
attend the session that is earlier in the week. However, you must let me know BEFORE 
Thanksgiving which session you will be attending so that I can have the appropriate number 
copies of the exam prepared for each session.  
8:10-9:30 Section – Thursday, December 13th, 10:10-12:10 
9:40-11:00 Section – Monday, December 10th, 10:10-12:10 
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Extra Credit Opportunities:
1) Reto Braun, a founder of the Earth Council, an NGO which works with the support of the 
United Nations, will be speaking at the SoBA on Thursday, September 6th at 5:10 in room 
106. He will be talking about "Sustainable Business Practices:  A Win-Win Situation." Mr. 
Braun has extensive experience as a CEO/president/board member of many large and medium
sized international corporations and is currently helping corporations share information about 
sustainable business practices through the implementation of technology solutions. We are very 
fortunate to have a business person of Mr. Braun’s experience and insight come to the University 
of Montana and it would be to your benefit to hear him speak. In order to encourage you to 
attend, I will offer 2% extra credit for a) attending the presentation and b) giving me a 1 page 
(see assignment format guidelines above) write-up describing the two things that 
struck/interested you about his presentation and why.  
2) This year’s Lewis & Clark Pioneer in Industry Award Winners will be speaking on Friday, 
October 5th at 1:30 in the University Theater. This award is presented by the University of 
Montana, the School of Business Administration, and the Montana Academy of Distinguished 
Entrepreneurs (MADE) to world-class entrepreneurs who started with modest resources and won 
national or international recognition as leaders in their industry. The Lewis and Clark Pioneer in 
Industry Awards honor extraordinary individuals whose professional achievements represent 
revolutionary, pioneering impact in their field of endeavor. In addition to their professional 
achievements, award recipients also demonstrate a sense of social responsibility by contributing 
positively to the communities in which they live and in doing so serve as exemplary role modes 
for students and the community.
This year’s winners are Stuart Evey, founder of ESPN, and Warren Miller, founder of Warren 
Miller Entertainment. Given their backgrounds, they are sure to give an interesting presentation 
which you are encouraged to attend. An assignment will be outlined closer to that date, similar to 
the one for Reto Braun, and attendance of the forum and completion of the assignment will also 
earn you 2% extra credit for the class. 
Course Resources: All course documents (lecture slides, syllabus, project outlines, grading 
keys, etc.) will be posted on Blackboard. I will periodically send out emails about the course, so 
please make sure that you have the email address that you use the most listed on Blackboard. 
Slides will be posted at the latest by 5:00 p.m. on the evening prior to the lecture – they are 
designed to help reduce the amount of note-taking you have to do in class so that you can pay 
attention to what I’m saying and whatever discussion goes on during the class; they are not 
meant as a substitute for attending class. You will also notice that at times the slides you have 
will be slightly different than the slides that I use. This is designed to keep you alert and attentive 
to what is going on during class. 
I hope that I can also be an effective resource for you. I encourage you to use my office
hours and to contact me with questions or problems that you have, be they course-related or 
otherwise. Communication with me is most effectively done in my office hours or by email. If 
you email me during the week you will almost always receive a response in 24 hours.
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However, there are three important caveats about communicating with me by email:  
1) this is a business course, so please write professionally, including using capital letters where 
appropriate and USE YOUR SPELL CHECK; 
2) understand that if you have a complicated question or one that requires a lot of back and forth, 
I may direct you to visiting me in my office since email is not conducive for those types of 
conversation; and 
3) beginning on July 1, 2007, the university has a new policy regarding student e-mail accounts.  
Faculty members may only correspond with students regarding academic issues if both parties 
use official UM e-mail addresses.  According to the memo I received, this means that you need 
to either use a business.umt.edu address or a umontana.edu address, or I won’t be able to respond 
to your emails.    
Grading: Your grades will be posted on Blackboard as the term progresses. Be advised that I 
have high expectations for you, since this is a required, senior-level class for a Marketing major. 
In order to get an A on an assignment or as a final class grade you will have to deliver 
outstanding work. Work that meets expectations will be assigned a B, and work that is below 
expectations will receive a C. Final course grades will be assigned as follows: 
A+ = 97-100% A = 93-96% A- = 90-92% 
B+ = 87-89% B = 83-16% B- = 80-82% 
C+ = 77-79% C = 73-76% C- = 70-72% 
D= 55-70% F = below 55% 
Sometimes it is difficult for students to understand and instructors to explain what 
separates the behavior of someone who earns an A in a class versus a C. To help you understand 
this, a document is posted on Blackboard that outlines behaviors that typically result in a A 
versus a C grade. I hope that you will use this 
Class Conduct: Given that this is a senior-level course, I have certain expectations about the 
quality of work and the way in which you conduct yourself in class, particularly as regards how 
you behave towards me and other students.  As an easy guide to appropriate behavior, think 
about how you would like to be treated if you were speaking or standing in front of the class. In 
particular, all work submitted in this course must be your own. Violations will be taken seriously 
and are noted on student disciplinary records. If you are in doubt regarding any aspect of these 
issues as they pertain to this course, please consult with the professor before you complete any 
relevant requirements of the course. Please see below for excerpts from the UM Student Code of 
Conduct for examples of Academic Misconduct. 
I also have very specific rules for cellphone and laptop use in the classroom, which I will 
outline the first day of class.  
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Academic Misconduct (Source: UM Student Code of Conduct) 
Academic misconduct is subject to an academic penalty by the course instructor and/or a 
disciplinary sanction by the University. Academic misconduct is defined as all forms of 
academic dishonesty, including but not limited to: 
1. Plagiarism:  Representing another person's words, ideas, data, or materials as one's own. 
2. Misconduct during an examination or academic exercise:  Copying from another student's
paper, consulting unauthorized material, giving information to another student or collaborating 
with one or more students without authorization, or otherwise failing to abide by the University 
or instructor's rules governing the examination or academic exercise without the instructor's
permission. 
3. Unauthorized possession of examination or other course materials: Acquiring or possessing 
an examination or other course materials without authorization by the instructor. 
4. Tampering with course materials:  Destroying, hiding, or otherwise tampering with source 
materials, library materials, laboratory materials, computer system equipment or programs, or 
other course materials. 
5. Submitting false information:  Knowingly submitting false, altered, or invented information, 
data, quotations, citations, or documentation in connection with an academic exercise. 
6. Submitting work previously presented in another course:  Knowingly making such 
submission in violation of stated course requirements. 
7. Improperly influencing conduct:  Acting calculatedly to influence an instructor to assign a 
grade other than that actually earned.
8. Substituting, or arranging substitution, for another student during an examination or other 
academic exercise:  Knowingly allowing others to offer one's work as their own. 
9. Facilitating academic dishonesty:  Knowingly helping or attempting to help another commit 
an act of academic dishonesty, including assistance in an arrangement whereby any work, 
classroom performance, examination activity, or other academic exercise is submitted or 
performed by a person other than the student under whose name the work is submitted or 
performed. 
10. Altering transcripts, grades, examinations, or other academically related documents:  
Falsifying, tampering with, or misrepresenting a transcript, other academic records, or any 
material relevant to academic performance, enrollment, or admission. 
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Class Schedule*
Date Topic Readings** Due 
August 28 Class Introduction 
August 30 What is Marketing Research? Chapter 1 Personal Info Form &  
Photo 
September 4 Problem Definition  Chapter 2 
September 6 The Research Process Chapter 2 Extra Credit – Reto Braun 
Form Teams 
September 11 Secondary Data Chapter 3 Quiz #1 – Chap. 1, 2 & 3 
September 13 Secondary Data Chapter 3 
September 18 Qualitative Research Chapter 4 
September 20 Qualitative Research Chapter 4 
September 25 Observation Chapter 6 Quiz #2 – Chap. 4 & 6 
September 27 Observation Chapter 6 Organization & Research
Problem Description 
Assignment #1 
October 2 Survey Research Chapter 5 
October 4 Survey Research Chapter 5 
October 9 Survey Research Chapter 5 
October 11 Experimentation Chapter 7 Quiz #3 – Chap. 5 & 7 
October 16 Experimentation Chapter 7 Assignment #2 
October 18 TBD 
October 23 MIDTERM EXAM Chap. 3-7 
October 25 Data Analysis Chapter 12 
October 30 Data Analysis Chapter 12 
November 1 Measurement & Scales Chapter 8 Quiz #4 – Chap. 8 & 12 
November 6 Measurement & Scales Chapter 8 
November 8 Questionnaire Design Chapter 9 Draft Case Study 
November 13 Questionnaire Design Chapter 9 
November 15 TBD 
November 20 Questionnaire Design Chapter 9 Assignment #3 
November 22 THANKSGIVING – NO CLASS 
November 27 Sampling Chapter 10 Quiz #5 – Chap. 9 & 10 
November 29 Sampling Chapter 10 
December 4 Case Study Presentations Final Case Study  
December 6 Case Study Presentations 
FINAL EXAM Chap. 8-10, 12 
* This is the likely schedule as of August 22nd 2007, but it may be subject to some change as 
we go through the term.  
**Note: The “Reading” column of the schedule currently lists only the textbook chapters 
that refer to each topic. Additional readings, usually in the form of newspaper articles, may
be posted on Blackboard as we get closer to the topic in question.
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MKTG366 – STUDENT INFORMATION SHEET Attach Picture Here 
Section: 8:10-9:30 9:40-11:00 

Name: _________________________________________________
 
U of M email address: _____________________________________ 

City (& state) where you are from: ____________________________ 

Work Experience (including current job, if you have one): 

Career Objective: 

Interests/Passions/Hobbies: 

If you could have ANY job in the world, what would it be? (ANY job, not what you think I want to hear)  

What would you DEFINITELY NOT want to have as a job? 

What was the most fun thing you did over the summer? 

Expected Graduation Date:  ___________________________________ 

Previous Marketing Courses: 
Intro to Marketing: Yes No Instructor: ________________________________ 
Consumer Behavior: Yes  No Instructor: _________________________________ 
Mktg Communications: Yes No Instructor: _________________________________ 
Other Marketing Courses: ___________________________________________________________ 
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